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Abstract 
 
Only fewer than Pakistan, Indonesia is the country with the second-largest number of 
Umrah pilgrims in the world in 2018, reaching 1.1 million people. At present, umrah 
worship is no longer dominated by urban communities or the wealthy segment alone but 
has reached all levels of society. This research relays to the pilgrims' experiential 
intentions to provision their holy places and purposes at testing a research model to 
achieve a better understanding of the linking between experiential risk, experiential 
desire, experiential motivation, the dimensions of experiential relationship quality 
(experiential satisfaction and experiential trust), celebrity attachment and experiential 
supportive intentions. Analysis of data from 103 respondents who had traveled to the two 
Muslim holy lands of Madinah and Mecca, Saudi Arabia, indicated that the suggested 
model fits the data well. The results of this study underwrite to the service marketing 
theory by providing empirically-based understanding into the experiential relationship 
quality construct in the context of umrah. Umrah management should emphasis on 
reducing experiential risk and increasing experiential desire, experiential motivation and 
the dimensions of experiential relationship quality and celebrity attachment to enable 
umrah worshipers to have intentions to support their sacred places. 
  
Keywords: Experiential, Intention, Umrah, Service Marketing 
 
Introduction 
 
A pilgrim is different from a tourist because there is less time to spend than for a 
pilgrimage. A tourist's journey is an end in itself, while a pilgrim's journey is a means to 
an end. Thus, pilgrimage tourism is one of the highest tourism segments that appear on 
the planet and is identified as a special type of tourism (Snyder & Pearse, 2010, 
Vijayanand, 2013b, Wu, et al., 2019). 
 
In general, someone considers good or bad experience about a product and service when 
there is an intention to travel (Wu & Cheng, 2017 & 2018; Wu, et al., 2019). Although 
the existence of intentions is important in the tourism industry, there are no studies that 
focus on the problem of supportive experiences of intention in the context of pilgrimage. 
 
Pilgrimage has been considered as one of the most recognized religious and cultural 
phenomena of the people. After being defined exclusively as a journey driven by 
religious motivation, the pilgrimage has been defined differently, namely as a journey of 
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traditional or secular modern religion (Collins-Kreiner, 2016). According to Hoheisel 
(1971) and Wu, et al. (2019), pilgrimage involves three factors: a holy place, the 
attraction of individuals or many people to this place, and the specific purpose of spiritual 
benefits. 
 
In general, the term pilgrimage is used in at least three senses. First, inner pilgrimage, 
which shows the "journey of the soul" in times of growth to spiritual maturity (Stoddard, 
1997). Second, a literal pilgrimage to several religious shrines and commonly referred to 
as "extrovert mysticism" (Turner, 1973). Third, each trip to one's local refuge is a 
miniature pilgrimage (Crim, et al., 1981 and Wu, et al., 2019). 
 
Meanwhile, Indonesia is the largest island nation in the world consisting of 17,504 
islands, with a population of 270,054,853 in 2018. In Indonesia alone, religion has a 
fairly deep role in people's lives. The fourth-largest archipelagic country in the world has 
6 majority religions adopted by the people of Indonesia. Starting from Islam, 
Protestantism, Catholicism, Hinduism, Buddhism, Confucianism. The majority of the 
country's population is Muslim. Even though Islam is the majority, Indonesia is not a 
country based on Islam. 
 
Only fewer than Pakistan, Indonesia is the second-largest number of Umrah pilgrims in 
the world in 2018, reaching 1.1 million people. At present, umrah worship is no longer 
dominated by urban communities or the wealthy segment alone but has reached all levels 
of society. 
 
Data on the 2010 Population Census (Indonesian Central Bureau of Statistics) shows that 
Indonesia's population is Muslim, namely 207,176,162 people. In the province of East 
Java, there are 36,113,396 people, who are Muslim. Often, Muslims use vacation time to 
go to Umrah or to perform Hajj. Umrah is one of worship which has a high position in 
Islam. 
 
In carrying out the pilgrimage trip, of course, there are many factors that can influence a 
tourist to visit, it could be because purely want to make a pilgrimage or just want to 
travel to the place of pilgrimage. 
 
The study adopted the Wu, et al. (2019) to explain one's intention to conduct pilgrimage 
tours in the form of umrah trips, namely experiential risk, experiential desire, experiential 
motivation, relationship quality, experiential relationship quality, celebrity attachment, 
and experiential intention. 
 
Literature Review 
 
Pilgrimage is a journey caused by religious causes. Externally is to the holy place and 
internally for spiritual purposes and self-understanding (Barber, 1993: 1 and Wu et, al., 
2019). 
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Peter and Ryan (1976: 185,) Zhang, et al. (2016), and Wu, et al. (2019), defines pilgrim 
experiential risk as a risk perceived as a loss expectation related to purchases and acts as 
an inhibitor of buying behavior. With regard to aspects of consumer decision making, 
perceived risk is a subjective norm of the possibility that there are unwanted direct or 
indirect consequences related to the purchase or use of a particular product (Yeung & 
Morris, 2006). 
 
Spreng & Olshavsky (1993) consider that experiential desire as a belief about the 
attributes or performance of a product that will lead to higher levels of value. Consumer 
desire has traditionally been described as a motivation to reduce the perceived gap 
between the desired and current state (Dorsch, et al., 2017). Kavanagh, et al., (2005), 
Okamoto (2015), and Perugini & Bagozzi (2004) state that desire is predominantly 
considered a positive experience and involves pleasant moments and emotions in a user 
experience simulation. Mdakane, et al. (2012) illustrate that trust also plays an important 
role in increasing one's desire for products or services. 
 
Meanwhile, motivation (Latin, meaning "move") is representing processes that are 
directed for psychological purposes (Kreitner & Kinicki, 2007 and Graham, 2009). 
Pezzulo, et al. (2014) and Redman (2016) refer to motivation as a factor that involves 
behavior directed at a goal to encourage individual needs and explain what people do. In 
addition, Daft & Marcic (2008), Blanco, et al. (2003), defines motivation as a force that 
evokes enthusiasm and persistence to pursue a certain action. Motivation in travel has 
been investigated by researchers from various academic fields such as sociology, 
anthropology, and psychology (Dann, 1977; Iso-Ahola, 1982; Crompton 1979; Gnoth, 
1997). 
 
Relationship quality can be considered a meta-construction consisting of several key 
components that reflect the overall nature of the relationship between the organization 
and consumers (Susanta, et al., 2013; Camanan, et al. 2010; Thaichon & Quach, 2015). 
In the context of marketing relationships, satisfaction and trust have been regarded as the 
two constructs of quality relationships that are most frequently investigated (eg Chen, et 
al., 2008; Kim & Cha, 2002; Raq, et al., 2013; Sadeghi, et al. 2017; Santouridis & 
Veraki, 2017). 
 
Tam, et al. (2018) assert that the pilgrim experiential relationship quality is the 
relationship established based on direct experience (that is, those who have visited such a 
place). According to Jin, et al. (2016) and Tam & Kim (2017), people who own 
experience has generally been said that many quality relationships more positive and they 
can be more active in sharing their direct experience with an organization. Their 
liveliness in sharing experiences can address people to become infected and are 
interested in, and can also alter the relationship between individuals and organizations 
(Vibber & Kim, 2015). 
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Therefore, the effect of risk on experiential experiential experiential satisfaction and trust 
associated with Umrah trip is very limited, it is the basis for the formulation of 
hypotheses as follows. 
 
H1a. Pilgrim experiential risk having a negative impact on the satisfaction of experiential 
traveler pilgrimage trip. 
H1b. Pilgrim experiential risk having a negative impact on trust in the experiential 
traveler pilgrimage trip. 
 
Belgiawan, et al. (2013) states that satisfaction has an influence on the desire. In the 
context of tourism, senior traveler satisfaction has a positive influence on the desire (Han, 
et al., 2015). Tanner (1998) and Wu, et al. (2019), Proposed that the satisfaction of 
having the expected effect on the desire to participate in the purchase in the future. 
Grégoire and Fisher (2006) and Wu, et al. (2019), Found confidence had to be desire, 
shows that trust has an influence on the desire. Dibagun hypothesis is as follows. 
 
H2a. Pilgrim experiential satisfaction has a positive influence on experiential pilgrim 
desire on Umrah trip. 
H2b. Pilgrim experiential trust has a positive influence on experiential pilgrim desire on 
Umrah trip. 
 
Báez-Montenegro and Devesa-Fernández (2017) and Wu, et al. (2019), Found the 
motivation to attend the festival will directly affect satisfaction. Yoon & Uysal (2005) 
and Wu, et al. (2019), Shows that the success of a destination relies heavily on a 
comprehensive analysis of the motivation and satisfaction of the trip. Graham (2009) and 
Wu, et al. (2019), Revealed that ensure customer motivation requires trust between 
providers and customers. The hypothesis constructed is as follows. 
 
H3a. Pilgrim experiential motivation has a positive impact on the satisfaction of 
experiential traveler pilgrimage trip. 
H3b. Pilgrim experiential motivation has a positive impact on trust in the experiential 
traveler pilgrimage trip. 
 
Kim, et al. (2011), Loureiro & González (2008), and Wu, et al. (2019), identified that 
satisfaction has been found as significant predictors of confidence in the tourism 
industry. According to Wu, et al. (2019), Satisfaction is influenced by the perception of 
tourists, the tourism after experiencing an event and feel the benefits that lead to trust. 
Jani & Han (2011) and Wu, et al. (2019), Proposes that satisfaction has a positive impact 
on confidence. The hypothesis constructed is as follows. 
 
H4. Pilgrim experiential satisfaction has a positive influence on experiential pilgrim trust 
on Umrah trip. 
 
Meanwhile, Thomson (2006), Lee, et al., (2008), Wong and Lai (2015), as well as Belaid 
& Temessek Behi (2011), defines Celebrity Attachment as a famous actor or actress from 
INTERNATIONAL JOURNAL OF MULTIDISCIPLINARY EDUCATIONAL RESEARCH 
ISSN: 2277-7881; IMPACT FACTOR – 6.014; IC VALUE:5.16; ISI VALUE:2.286 
VOLUME 8, ISSUE 8(7), AUGUST 2019   
 
www.ijmer.in 142 
 
movies or TV dramas. Su, et al. (2011) and Connell (2012), proposes that the attachment 
of celebrities play a vital role in building the perception of something that would link the 
objectives and celebrity status, and influence the attitudes of tourists to locations 
associated with the film. Thus prepared following hypotheses. 
 
H5. Celebrity attachment provides a positive impact on Pilgrim experiential satisfaction 
on Umrah trip. 
 
Meanwhile, regarding Pilgrim experiential supportive intentions, Lee and Back (2006) 
argue that people who benefit from organizational development are more likely to 
support it. Those who benefit from tourism development are more likely to express 
positive attitudes towards and support the development of tourism (Gursoy & Kendall, 
2006). Kang (2014) and Wilkins, et al. (2018) propose that individual satisfaction and 
trust are shown in supportive intentions for an organization (loyalty and from positive 
Words of Mouth). The following hypothesis is arranged. 
 
H6. Pilgrim experiential satisfaction has a positive impact on experiential supportive 
intentions on Umrah trip. 
H7. Pilgrim experiential trust has a positive impact on experiential supportive intentions 
on Umrah trip 
 
Previous studies have found there is a strong engagement between celebrity and efforts to 
increase the interest and objectives (Kim, 2012; Wu & Cheng, 2018d; Yen & Teng, 
2015). This shows that there is a positive attachment between celebrities and supportive 
intentions (Filo, et al., 2010; Wilkins, et al., 2018), and used as the basis of the following 
hypothesis. 
 
H8. Celebrity attachment has a positive impact on experiential supportive intentions on 
Umrah trip. 
 
Methodology 
 
This study is a type of basic research with a conclusive-descriptive method and in the 
form of quantitative research. Primary data obtained through the results of an online 
questionnaire dissemination to respondents. The questionnaire contains statements to 
measure Likert scale variables namely pilgrimage experiential risk, pilgrimage 
experiential desire, pilgrimage experiential motivation, pilgrimage experiential 
relationship quality, pilgrimage celebrity attachment and pilgrimage experiential 
intention for umrah in Indonesia. 
 
The target population in this study were respondents who had undergone Umrah and used 
non-probability sampling, namely judgment (purposive) sampling. At least 100 
respondents are needed as research samples because the number of variables in this study 
is less than 7 (Hair, et al., 2010: 637). Testing this hypothesis is done using AMOS 
software by looking at several indicators. 
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Result and Discussion 
 
Phase 1 validity test using data obtained from 30 questionnaires through the google form 
application shows that pilgrim experiential risk (4 indicators), pilgrim experiential desire 
(5 indicators), pilgrim experiential motivation (3 indicators), pilgrim experiential 
satisfaction (3 indicators), pilgrim experiential trust (3 indicators), celebrity attachment 
(4 indicators), and pilgrim experiential supportive intentions (6 indicators), all of which 
have significance for Pearson correlation smaller than 0.05, so they are valid. 
 
Reliability testing Phase 1 obtained results that pilgrim experiential desire, pilgrim 
experiential motivation, pilgrim experiential satisfaction, pilgrim experiential trust, 
celebrity attachment, & pilgrim experiential supportive intentions, are reliable and 
consistent because they have Cronbach alpha values greater than 0.7. While for pilgrim 
experiential risk is not reliable because the Cronbach alpha value is smaller than 0.7. 
 
The results of the validity test of stage 2 on 103 questionnaires all variables have a 
significance value of Pearson correlation smaller than 0.05 so that it is declared valid. 
Meanwhile, stage 2 reliability testing shows that pilgrim experiential motivation, pilgrim 
experiential satisfaction, pilgrim experiential trust, celebrity attachment, & pilgrim 
experiential supportive intentions, are reliable and consistent because they have a 
Cronbach alpha value greater than 0.7. Meanwhile, pilgrim experiential risk, pilgrim 
experiential desire is declared not reliable because it has a Cronbach alpha value greater 
than 0.7. 
 
Table 1  
Respondents Demographic Profile. 
Category Items Total Percentage 
Gender Man 41 39.8% 
 Woman 62 60.2% 
Age 18-29 years 90 87.4% 
 30-39 years 2 1.9% 
 40-49 years 7 6.8% 
 \HDUV 4 3.9% 
Education High School 66 64.1% 
 Diploma 6 5.8% 
 S1 23 22.3% 
 S2 8 7.8% 
Work Student  63 61.2% 
 PNS 2 1.9% 
 Businessman 13 12.6% 
 Pension 2 1.9% 
 Others 23 22.3% 
Source: data processing SPSS version 24May 2019 
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After a demographic description of respondents in Table 1, the descriptive data from 103 
respondents in Table 2, shows that the average value is highest R1 item that is equal to 
5.49 and the lowest was R4 item that is equal to 3.90.,  
Table 2 
Respondents Against Variables Pilgrim Experiential Risk 
Code Statement Mean St. Dev. 
R1 I need more information about places of worship 
Umrah before the visit itself. 
5:49 1,461 
R2 I do not know how good the place of worship 
Umrah, before my own visit. 
4.92 1,725 
R3 To know what kind of a place of worship Umrah, I 
have visited several times. 
4:27 1,811 
R4 I probably got what I experienced from the place of 
worship Umrah. 
3.90 1,968 
Total average 4.6481 1.2619 
Table 3 
Respondents Against Variables Experiential Pilgrim Desire 
Code Statement Mean St. Dev. 
W1 I really want to gain experience in a place of worship 
Umrah in the near future. 
5.94 1,370 
W2 I want to gain experience Umrah worship time in the 
future 
6:04 1210 
W3 I hope to gain experience in a place of worship 
Umrah in the future. 
5.92 1,318 
W4 I am not affected by the pilgrims who have often gone 
Umrah. 
5:40 1,725 
W5 I would be disturbed if it is not got time to worship 
Umrah experience. 
4:56 1,750 
Total average 5.5725 0.9958 
Table 3 shows that the average value is highest W2 item that is equal to 6.04 and the 
lowest was W5 item that is equal to 4:56. 
 
Table 4 
Respondents Against Variables Experiential Pilgrim Motivation 
Code Statement Mean St. Dev. 
M1 Gain experience in a place of worship Umrah, will 
add to my knowledge. 
5.91 1,211 
M2 I am more interested in getting experience in a place 
of worship Umrah, compared to other places of 
worship. 
5:47 1,474 
M3 Gain experience in a place of worship Umrah, will 
add to my knowledge. 
6:10 1,067 
Total average 5.8268 1.0284 
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Table 4 shows that the highest average is the item M3 is equal to 6:10 and the lowest is 
the item M2 is equal to 5:47. 
Table 5 
Respondents Against Variables Experiential Pilgrim Satisfaction 
Code Statement Mean St. Dev. 
S1 The experience that I got at a place of worship 
Umrah, beyond my expectations. 
5.89 1,281 
S2 I really like traveling to places of worship Umrah. 6:09 1,313 
S3 I benefit when we've got the experience in places of 
worship Umrah. 
6:20 1,211 
Total average 6.0588 1.1560 
 
Table 5 shows that the average value is highest S3 item that is equal to 6:20 and the 
lowest is S1 item that is equal to 5.89. 
 
Table 6 
Respondents Against Variables Experiential Pilgrim Trust 
Code Statement Mean St. Dev. 
T1 Places of worship Umrah meet my needs as a 
pilgrim. 
5.78 1,287 
T2 I'm sure the place of worship Umrah will help me 
meet my needs. 
5.69 1,414 
T3 I strongly believe in what is provided by this place 
of worship Umrah. 
5.84 1,264 
Total average 5.7712 1.1735 
 
Table 6 shows that the average value is highest T3 item that is equal to 5.84 and the 
lowest was in the amount of 5.69 T2 items.  
 
Table 7 
Respondents Against Variables Celebrity Attachment 
Code Statement Mean St. Dev. 
A1 I was captivated by a celebrity (eg artist, religious, 
etc.) ever worship Umrah. 
3:15 1,972 
A2 I feel bound by a celebrity (eg artist, religious, etc.) 
ever worship Umrah. 
3:03 1,967 
A3 I like a celebrity (eg artist, religious, etc.) ever 
worship Umrah. 
3:45 2,071 
A4 I feel inspired by a celebrity (eg artist, religious, etc.) 
ever worship Umrah. 
3:45 2165 
Total average 3.2696 1.8779 
 
Tabel 7 shows that the average value is highest A3 and A4 item that is equal to 3.45 and 
the lowest was A2 item that is equal to 3:03.  
INTERNATIONAL JOURNAL OF MULTIDISCIPLINARY EDUCATIONAL RESEARCH 
ISSN: 2277-7881; IMPACT FACTOR – 6.014; IC VALUE:5.16; ISI VALUE:2.286 
VOLUME 8, ISSUE 8(7), AUGUST 2019   
 
www.ijmer.in 146 
 
Table 8 
Respondents Against Variables Supportive Experiential Pilgrim Intentions 
Code Statement Mean St. Dev. 
I1 I will help promote places of worship Umrah, when 
I've menngunjungi places of worship Umrah. 
5:31 1,579 
I2 I will come back to get more experience when 
worship Umrah. 
6:00 1,386 
I3 I would recommend my experience to others. 5.74 1,428 
I4 I would describe myself as a loyal supporter of my 
experience in a place of worship Umrah. 
5:43 1,353 
I5 I am concerned about the long-term success, with 
the experience I had at a place of worship Umrah. 
5.78 1,256 
I6 I want to support my experience at places of 
worship Umrah, in the future. 
5.86 1,243 
Total average 5.6879 1.1293 
 
Table 8 shows that the highest average value is I2 item that is equal to 6:00 and the 
lowest is the item I1 is equal to 5:31. 
 
Measurement Model 
 
Picture 1 
Measurement Model 
Source: AMOS data if the version 22 May 2019 
The measurement model method is part of the SEM model which consists of latent 
variables (constructs) and several manifest variables (indicators). Testing is 
accomplished using AMOS Graphics. Several statistical measures in Table 9 indicate that 
the model can be continued to be processed. 
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Table 9 
Test Results Measurement Model 
No. Index Criteria Result Note 
1. RMSEA RMSEA  .090 Good fit 
2. CFI CFI  .867 marginal fit 
3.  TLI TLI  .847 marginal fit 
4. GFI GFI  .716 marginal fit 
5. CMINDF CMINDF  1,832  Good fit  
Source: AMOS data if the version 22 May 2019 
Table 10 
Estimate Value and Significance Relations and Construct Indicators 
Estimate SE CR P Label 
R1 <--- R .441 2823.030 .000 1,000 par_1 
R2 <--- R .766 4905.100 .000 1,000 par_2 
R3 <--- R .934 5977.018 .000 1,000 par_3 
W1 <--- F2 1,000 
W2 <--- F2 .893 .090 9931 *** par_4 
W3 <--- F2 .939 .102 9245 *** par_5 
W4 <--- F2 .622 .153 4,067 *** par_6 
W5 <--- F2 .286 .163 1,750 .080 par_7 
M3 <--- F1 1,000 
M2 <--- F1 1,079 .167 6453 *** par_8 
M1 <--- F1 1,053 .137 7666 *** par_9 
S3 <--- S 1,000 
S2 <--- S 1,186 .102 11 648 *** par_10 
S1 <--- S 1104 .103 10 736 *** par_11 
T3 <--- T 1,000 
T2 <--- T 1,031 .111 9284 *** par_12 
T1 <--- T 1,027 .096 10 705 *** par_13 
A4 <--- A 1,000 
A3 <--- A .944 .085 11 076 *** par_14 
A2 <--- A 1,002 .078 12 888 *** par_15 
A1 <--- A .976 .079 12 372 *** par_16 
I6 <--- I 1,000 
I5 <--- I .948 .092 10,308 *** par_17 
I4 <--- I .948 .104 9142 *** par_18 
I3 <--- I 1,060 .107 9941 *** par_19 
I2 <--- I 1,053 .102 10 349 *** par_20 
I1 <--- I .956 .130 7,362 *** par_21 
R4 <--- R .791 5062.251 .000 1,000 par_43 
Source: AMOS data if the version 22 May 2019 
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Table 10 shows that each indicator of a variable that has a standardized loading is more 
than 0.30 so it has a good validity test (Hair, et al. 2010: 117). Indicators of constructs 
can be used in analyzing structural models if they have a significant estimate value, 
which is seen from the value of the critical ratio. If the critical ratio is> 1.96 then the 
relationship is statistically significant. 
 
Next, test the validity and reliability of measurements. Validity test is done by calculating 
AVE (Average Variance Extracted). Referring to Hair, et al., (2010, p. 709) the 
standardized value of loading () and AVE of at least 0.5 indicates good validity. 
Table 11 
Test Validity AVE and CR 
No. Variables Item Ȝ AVE CR Information 
1. R 
R1 0438 
0.374958 
 
0.698725 
 
Invalid and Not 
Reliable 
R2 0644 
R3 0747 
R4 0579 
2. W 
W1 0831 
0.455804 
 
0.778448 
 
Not Valid and 
Reliable 
W2 0846 
W3 0817 
W4 0414 
W5 0184 
3. M M1 0727 0.505387 
 
0.778448 
 
Valid and 
Reliable M2 0612 M3 0783 
4. S 
S1 0865 0.74979 
 
0.89978 
 
Valid and 
Reliable S2 0904 S3 0827 
5. T 
T1 0853 0.678505 
 
0.863396 
 
Valid and 
Reliable T2 0775 T3 0841 
6. A 
A1 0913 
0.786329 
 
0.936254 
 
Valid and 
Reliable 
A2 0940 
A3 0838 
A4 0852 
7. I 
I1 0650 
0.61632 
 
0.905367 
 
Valid and 
Reliable 
I2 0816 
I3 0797 
I4 0754 
I5 0812 
I6 0864 
Source: AMOS data if the version 22 May 2019 
 
INTERNATIONAL JOURNAL OF MULTIDISCIPLINARY EDUCATIONAL RESEARCH 
ISSN: 2277-7881; IMPACT FACTOR – 6.014; IC VALUE:5.16; ISI VALUE:2.286 
VOLUME 8, ISSUE 8(7), AUGUST 2019   
 
www.ijmer.in 149 
 
After the AVE is fulfilled, then the reliability test is carried out by using the calculation 
of construct reliability. Reliability test is used to determine the reliability of a 
measurement result if done repeatedly. According to Hair, et al. (2010, p. 710), the value 
of received construct reliability is  
 
Based on the results of AVE test data if each variable has a value above 0.5 and the 
reliability construct test is above 0.7. So it can be concluded that each variable is valid 
and reliable. 
 
Structural model 
 
 
Figure 2 
Strucutral Model 
Source: AMOS data if the version 22 May 2019 
 
The SEM model was used to measure Pilgrim Experiential and conformity with the 
empirical data that had been obtained (Table 12). 
 
Table 12 
Model Strucutral Test Results 
No. Index Criteria Result Note 
1. RMSEA RMSEA  .092 marginal fit 
2. CFI CFI  .857 marginal fit 
3. TLI TLI  .841 marginal fit 
4. GFI GFI  .700 marginal fit 
5. CMINDF CMINDF  1,865 Good fit 
Source: AMOS data if the version 22 May 2019 
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Table 12 shows that only the CMINDF value index meets the specified criteria. RMSEA 
value is 0.092, TLI value is 0.841 and CFI is 0.857, while GFI value of 0.700 shows 
marginal fit. While CMINDF is 1.865 which shows the good fit. 
Table 13 
Hypothesis Test Results 
Hypho-
tesis 
Path 
between 
Variables 
Standardized 
Estimate (B) 
Critical 
Ratio 
| CR | 
P-
Value Information 
H1a (+) R -> S 0034 6917 *** Supported H1a 
H1b (+) R -> T 0008 5,702 *** Supported H1b 
H2a (+) S -> W 0934 7,040 *** Supported H2a 
H2b (-) T -> W -0369 -4674 *** Supported H2b 
H3a (-) M -> S -0175 -2611 0009 Supported H3a 
H3b (+) M -> T 0074 0164 0579 H3b Not Supported 
H4 (+) S -> T 0930 0170 *** H4 Supported 
H5 (-) A -> S -0010 0035 0883 H5 Not Supported 
H6 (-) S -> I -4792 7920 0367 H6 Not Supported 
H7 (+) T -> I 5,612 7,426 0440 H7 Not Supported 
H8 (+) A -> I 0063 0040 0367 H8 Not Supported 
Source: AMOS data if the version 22 May 2019 
 
The influence of latent variables is seen through the hypothesis testing by calculating the 
CR (Critical Ratio) value. CR is a loading calculation of each relationship between 
constructs contained in the research model for each coefficient. Meanwhile, the estimated 
value of output (standardized regression weights) is used to determine the influence of 
one construct and another construct. One construct can be said to have a significant 
influence on other constructs if the value of P-Value is min RURUSULFH_&5_
> 1,645. 
Table 13 is the result of data processing from structural models using AMOS. Several 
hypotheses meet the requirements, namely H1a, H1b, H2a, H2b, H3a, and H4. While 
H3b, H5, H6, H7, and H8 are not eligible or not supported. 
Umrah travel has an important connection with experiential risk, experiential desire, 
experiential motivation, relationship quality, experiential relationship quality, celebrity 
attachment, and experiential intentions. From the perspective of pilgrims, all aspects that 
exist both social, personal, cultural, historical and global changes are taken into account. 
There is a significant positive relationship between experiential risk and experiential 
satisfaction. This is consistent with the fact that the less risk exerienced when traveling 
Umrah will increase the satisfaction of pilgrims. 
There is also a significant positive relationship between experiential risk and experiential 
desire, where the fewer risks experienced by pilgrims will affect the desire of pilgrims to 
travel Umrah. 
Furthermore, there is a significant positive relationship between experiential satisfaction 
and experiential desire. Pilgrims who are satisfied while traveling Umrah, have a great 
opportunity to travel Umrah again. 
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There is also a significant positive relationship between experiential trust and experiential 
desire. Umrah Community members who already have full trust in the experience gained 
will make it possible to have the desire to travel Umrah again. 
There are significant positive results between experiential motivation and experiential 
satisfaction. Following the fact that pilgrims who have the motivation to gain experience 
will feel satisfied with the experience they have. But after identification, there is a 
negative relationship between experiential motivation and experiential trust. 
Also obtained positive and significant results between experiential satisfaction and 
experiential trust. This is because if the pilgrims are satisfied with the service and 
experience gained, it will strengthen the trust of the pilgrims during the Umrah trip. 
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